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Introduction

22
This study focuses on the relative importance of product attributes as the basis for 
35
The seafood industry is considered to be less innovative in marketing, branding and new 36 product and new packaging development compared to, for example, the meat and chicken segments of consumers (e.g., young consumers), it is advantageous to achieve a better 44 understanding of similarities and differences among segments. Thus, this study aims to Attributes are here defined as those characteristics of products or services that consumers 66 find relevant as predictors of the desired consumption experience (Smith & Deppa, 2009 ).
67
Attribute importance segmentation is an attitudinal approach to identify consumers' 68 motivation to buy or consume (Verain et al., 2016) . Prior to consumption, such as going into 69 a store to buy ingredients for home meal consumption, consumers base their attribute 70 evaluation on the expected benefits from the products they consider and buy. The links   119  120  121  122  123  124  125  126  127  128  129  130  131  132  133  134  135  136  137  138  139  140  141  142  143  144  145  146  147  148  149  150  151  152  153  154  155  156  157  158  159  160  161  162  163  164  165  166  167  168  169  170  171  172  173  174  175  176  177   4   71 between expected attribute performance, benefits and values link the perception of products 72 to the basic motivation emanating from a consumer's value system (Grunert, 2010; Gutman, 73 1982).
74
Technical, functional and informative packaging attributes are given a specific focus in 75 this study. Packaging has an important role in influencing in-store purchasing decisions, 76 especially for food products where purchase decisions are characterized by low involvement, 178  179  180  181  182  183  184  185  186  187  188  189  190  191  192  193  194  195  196  197  198  199  200  201  202  203  204  205  206  207  208  209  210  211  212  213  214  215  216  217  218  219  220  221  222  223  224  225  226  227  228  229  230  231  232  233  234  235  236   5   96 Freshness, taste and nutritional value are considered to be three of the most important 97 attributes associated with a general perception of the quality of fish or seafood (Carlucci et 
100
Common associations to freshness are "minimally processed", "close to original form",
101
"natural" and "healthy" (Zhang, Lusk, Mirosa, & Oey, 2016 freshness is complex because it involves interactions with other aspects of product quality.
104
This study measures the importance of quality attributes by asking respondents for their 105 evaluation of "mild taste", "natural taste", and "fresh smell" in addition to the traditional 106 quality benefits such as "good taste", "good quality" and "pleasant experience" (Carlucci et 107 al., 2015). For example, "mild taste" is used to promote codfish in Norway. To assess 108 nutritional benefits, this study uses "healthy", "nutritious" and "natural -without additives" Consumers' desire to save time and effort, seems to be more and more important, and 111 especially during busy weekdays (Buckley, Cowan, & McCarthy, 2007) , and leads to the 112 importance of convenience-related attributes. Fish and seafood are among foods that many 113 consumers perceived to be inconvenient compared to other protein sources (Olsen, 114 Scholderer, Brunso, . In addition to traditional convenience attributes (fast, 115 easy and in-store availability), this study also includes attributes specific for some seafood 116 products. Consumers often feel that fish is problematic to prepare because of smell/odour and 117 spill/dripping. In addition, bones make it inconvenient to prepare and problematic to consume 118 . Thus, this study also included those attributes. affective/emotional attributes ("exciting/enjoyable" and "popular/desirable") and one 125 negative affective/emotional attribute ("feeling guilt/shame"). In addition, we include
126
"exclusivity" to assess an association with premium or luxury (Vigneron & Johnson, 2004) .
127
Finally, this study includes three attributes associated with price and value; "low priced, fair variables in consumer segments of seafood products (Carlucci et al., 2015) .
141
Research in the past five to six decades suggests that consumers believe that price is an is also considered to be more exclusive and has a higher prestige among consumers (Carlucci 159 et al., 2015) . This study is to our knowledge the first to explore the possible relationship 355  356  357  358  359  360  361  362  363  364  365  366  367  368  369  370  371  372  373  374  375  376  377  378  379  380  381  382  383  384  385  386  387  388  389  390  391  392  393  394  395  396  397  398  399  400  401  402  403  404  405  406  407  408  409  410  411  412 
Design and subjects
180
A cross-national web-based survey was conducted with a representative sample of 1,000
181
Norwegian adults (18-80 years of age). Respondents were randomly selected from a pool of 414  415  416  417  418  419  420  421  422  423  424  425  426  427  428  429  430  431  432  433  434  435  436  437  438  439  440  441  442  443  444  445  446  447  448  449  450  451  452  453  454  455  456  457  458  459  460  461  462  463  464  465  466  467  468  469  470 Norway (Norwegian Seafood Council). This study uses cod as a target reference for seafood.
201
Pre-packed fresh cod is also the seafood item with the most rapidly growing consumption in
202
Norway during the last 2-3 years (Norwegian Seafood Council). Thus, this study assessed 
230
The question of price/quality inference was measured on a 7-point Likert scale using 
Data analysis
237
The analysis of the data was performed in five steps. First, descriptive statistics were used likelihood is a probability-based distance. The distance between two clusters is related to the 243 decrease in log-likelihood as they are combined into one cluster. In addition, because the 244 importance of the 33 attributes were measured by the same 9-point scale, the cluster-analysis 245 was based on the unstandardized data' (Moisl, 2015) .
246
Third, a grid of discriminating-importance scores of attributes was presented. Fourth, a 247 factor analysis of those profiling variables that were latent constructs was performed. Finally,
248
the differences between clusters were analyzed by ANOVA for the profiling factors and a 
Cluster analysis 261
The result from the two-step cluster analysis shows that the lowest BIC coefficient and 262 the largest ratio of the distances is for three segments of consumers (see Table 2 ). The first 
A grid of important and discriminating attributes 288
As discussed in the section on theoretical background, the most important attributes as 768  769  770  771  772  773  774  775  776  777  778  779  780  781  782  783  784  785  786  787  788  789  790  791  792  793  794  795  796  797  798  799  800  801  802  803  804  805  806  807  808  809  810  811  812  813  814  815  816  817  818  819  820  821  822  823  824  825  826 15 301 strength of the fit of the estimated model. Two models may have an equal predicting power 302 or an equal R 2 , but the model with a bigger chi-squared value would have a better fit.
303
Therefore, the discriminating score or the predicting power of a predictor is reflected by the 304 difference in Chi-squared statistics if the predictor was eliminated from the model. 827  828  829  830  831  832  833  834  835  836  837  838  839  840  841  842  843  844  845  846  847  848  849  850  851  852  853  854  855  856  857  858  859  860  861  862  863  864  865  866  867  868  869  870  871  872  873  874  875  876  877  878  879  880  881  882  883  884  885 16 325 natural taste, good taste, nutritious, natural without additives and pleasant feeling) and 2 326 packaging attributes (visible commodities and marked with expiration). 
Confirmatory factor analysis for attitudinal and motivational constructs 328
Multiple items are recommended for latent or unobservable constructs (Hair et al., 2010) .
329
Therefore, before the profiling analysis was carried out, a confirmatory factor analysis was 330 conducted for the latent constructs (e.g., preferences, involvement, knowledge, willingness to Table 3 . 
333
336
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Profiling the clusters on socio-demographic characteristics
385
The results in Table 6 
